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Abstract:  
The thesis follows a commission to conduct an international marketing strategy plan for 
Syfo Ltd. Syfo’s product named Sofie is an innovation for doing social accounting and 
social impact measurement in all nonprofits, public organizations, and private firms. The 
thesis aims at providing strategic directions for Sofie throughout the internationalization 
process which consists of 3 stages: initial entry, local market expansion, and global 
integration. A marketing research of internal and external environments was done as the 
preliminary stage preparing foundation for the whole strategy plan. In each stage of the 
international evolution, Sofie has to deal with different issues which lead the company to 
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1 INTRODUCTION 
1.1 Background 
In the era of globalization, a question of whether a firm should expand business to 
international markets and how to internationalize is the most concerning issue for 
managers, especially in matured domestic businesses. International strategy plan at its 
best directs company to access enormous opportunities in the international playground. 
Planning is at the heart of the strategic management process and global strategic marketing planning is 
the culmination of managerial efforts to reconcile environmental change within the resource 
constraints of the corporation. (See Chae & Hill 2000 p. 538) 
With a background in international business studies, the author looked for her final 
thesis topic in preference of finding a real international case study. Therefore, in this 
situation, Syfo Ltd., a Finnish company whose social mission to “enable enterprises to 
act in a more socially responsible and sustainable business way”, has been chosen as the 
case study of which the author found a great interest in the company’s innovative 
product called Sofie. Sofie is a comprehensive tool to measure social impacts of 
organizations’ activities, especially primarily for nonprofits, social enterprises, 
voluntary and community organizations whose main purposes are to deliver social, 
community, local economic or environmental benefits.  
Along with a big vision in future growth, Syfo has been making plans for the 
introduction of Sofie in other countries outside Finland. Understanding the importance 
of strategy planning, especially strategic marketing planning in contribution to success 
of internationalization process, the author accepted to conduct an international 
marketing strategy plan for Sofie as her final thesis. 
1.2 Aim of the thesis 
The thesis is a commissioned-type one which aims to produce an international strategy 
plan for Sofie, a Finnish innovative method and online system for measuring social 
impacts in nonprofit, public and private sector. The expected outcome of the thesis is a 
proposal structure for Sofie’s operation and growth in international markets which 
comprises of strategic directions for planning implementation activities. 
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1.3 Thesis structure 
The thesis is structured with six chapters. The first chapter of the thesis introduces the 
thesis’s background and objectives in which a clear expected outcome is presented. For 
the second chapter, brief information about the company and its product is 
demonstrated. In the next chapter 3, theoretical knowledge about international strategies 
is reviewed with a focus on marketing strategies for a good framework which can be 
applied to formulate the international marketing strategy plan for Sofie. Chapter 4 
describes the planning process and the content of Sofie’s international strategy report. 
Chapter 5 contains the international strategy plan reported to Syfo and it will be kept 
away from publication because of confidential concern. In the last chapter, the author 
discusses some viewpoints of general procedure in planning international marketing 
strategy. The value of this thesis is demonstrated through the author’s learning.   
2 COMPANY BACKGROUND 
2.1 Syfo Ltd. 
Syfo Ltd. is a Finnish limited company which was established in Helsinki in 2007. The 
company expertizes in social entrepreneurship, social and environmental responsibility 
and evaluation of social impacts. 
The number of social enterprises in Finland has seen a significant growth from 25 
registered firms in 2005 (Eurofound 2009) to 154 firms in 2010 (Sosiaalinen Yritys 
2011). Syfo’s original background was to carry on the development of Forum for Social 
Entrepreneurship in Finland whose mission is to promote the growth of social 
enterprises and their successes in Finland. By definition, a social enterprise refers to 
organization or venture which operates to primarily help solve a social problem using 
business way of doing (Social enterprise alliance 2012). In Finland, social enterprises 
have been motivated by the need to improve employment opportunities and support for 
people with disabilities and those who are long-term unemployed (Eurofound 2009).  
Currently, Syfo consists of nine expert consultants, providing a range of training and 
consulting services. The company’s mission is stated as “to enable possibilities to make 
responsible choices that improve welfare and cooperation by combining social, financial 
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and ecological targets”. (Syfo website) Syfo helps organizations and enterprises 
enhance social responsibility, develop work community performance and guide 
sustainable social entrepreneurship. Syfo has worked with different organizations from 
private, public to nonprofit sectors. 
Syfo is operated based on social enterprise’s framework. The company has 30 owners 
with restricted profit distribution. The main target of the company is not to maximize 
profit for the owners. Thus, 50% of profit re-invests in research & development and to 
continue the promotion of responsibility. (“Syfo in a nutshell” 2007)  
2.2 Sofie – method and tool for social impact measurement 
Sofie is an innovative method developed by Syfo for measuring social impacts of 
organizations’ activities. Sofie online system was launched in 2010 as a comprehensive 
tool accompanying the Sofie method with two language versions in Finnish and in 
English (launched in 2012). Sofie reveals the means of social, financial and ecological 
impacts of organizations which increasingly attract attentions from government officers, 
philanthropies, and business managers to individuals in local community.  
The increasingly demand of measuring social responsibility and its impacts has spread 
to all sectors. As a result, there are hundreds of methods and tools invented for social 
impact measurement. Social accounting and auditing method (hereafter SAA) and social 
return on investment method (hereafter SROI) are seen as appropriate methods in the 
field. However, both two methods have existing advantages and disadvantages that Syfo 
found a new solution by combining SAA and SROI methods from which Sofie was 
started. The definition, objectives, challenges and development of social impact 
measurement (SIM) methods worldwide in which Sofie is positioned are discussed in 
details later.  
After the introduction in Finland, Sofie has received general interests from the public 
with currently 20 clients using Sofie online tool. The company’s Chief Executive 
Officer (CEO) has a vision to build up an international Sofie network to expand the 
practice of Sofie in both the method and the tool since “good thing should be spread 
around”. Thus, the study’s commission is to provide an international access plan for 
Sofie. 
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3 LITERATURE REVIEW 
While many small, medium firms used to make informal domestic and international 
strategic plan, it increases a demand of planning process formality, especially in 
international strategy planning in order to not only draw a future vision but also ensure 
appropriate implementation and evaluation (see Chae & Hill 2000 p. 538). Yet “efforts 
to plan on a global basis have seemingly always been met with obstacles” (Chae & Hill 
2000 p. 538) in which planning must include strategic direction, tactics of integrating 
sourcing, research and development, operation, and marketing worldwide (Zou & 
Cavusgil 1995 p. 52). Since the thesis aims to conduct a global marketing strategy plan, 
a knowledge review of different concepts and frameworks is discussed below.  
3.1 International strategy 
3.1.1 Internationalization driven factors 
A wide-accepted view was that external driven factors dominated a choice of 
international strategy (Zou & Cavusgil 1995 pp. 55-56, ex. Yip 1989 p. 29). However, 
Zou and Cavusgil (1995 p. 56) argued that the concept has neglected the importance of 
internal factors such as organizational capability in determining international strategy. 
Through their comprehensive review of available theories, Zou and Cavusgil proposed 
an integrated conceptual framework which emphasized the equal significance of both 
internal and external influences. Chae & Hill (2000 p. 546) acknowledged this concept 
in their model of strategic planning formality. Figure 1 shows Zou & Cavusgil’s 
framework (1995 p. 61). 
Yip (1989) presented an inclusive study of external driven factors, also called industry 
globalization drivers in his article. According to Yip (1989 pp. 35-39), industry 
globalization conditions can be divided into four categories including market drivers, 
cost drivers, governmental drivers and competitive drivers while Zou & Cavusgil’s 
added technological drivers in external factors. 
 Market drivers determine customer’s behaviors toward global products and 
industry’s characteristics. 
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 Cost drivers concern about economies of scale which aims at reducing 
production costs, adding funds for product development, and/ or receiving 
experience learning benefit… 
 Governmental drivers relate to host country’s regulation barriers such as trade 
policies, economic restrictions, or encouragements which have significant 
effects in firm’s choice of country. In a broader meaning, environmental drivers 
also cover other influent aspects such as environment protection trend (Hutt & 
Speh 2000 p. 265). 
 Competitive drivers have the most aggressive power pushing firms to follow 
internationalization, either to prevent the effect of “interdependence of 
countries” or response to match competitors in international level. (Yip 1989 pp. 
38-39) Unlike other factors which are usually given firmly competitive issues 
can be raised at any time and in any level.  
 Technological drivers: technologies invented in the past few decades has 
affected everything in business, brought opportunities to expand globally for 
almost any companies. For instance, the superior power of internet enables 
people to be connected from every part of the world; information to flow freely. 
Technology has created new types of business (e-business), new types of 
customer (global customer), and new types of supply chain… (See Anderson 
2009) 
While external drivers create incentives for firms to go internationalization, internal 
organizational factors decide whether firms are able to do that or not. Internal factors 
not only influence how a company enters global markets (international strategy) but also 
have significant effect on the international performance later (see figure 1). Zou and 
Cavusgil (1995 p. 61) defined different elements of organization which have been 
proven to have strong effects in international strategy include:  
 Market orientation: company’s flexibility to capture and lead the market’s 
changes. 
 Managerial orientation and commitment provide vital influence on company’s 
future directions, including globalization. 
 Organization’s culture: companies which determine to develop an international 
oriented culture within the companies will likely succeed in international 
markets.  
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 Organizational capabilities such as human resources, financial resources… 
 International experience is one of the most important key factors effecting 
selection of applicable strategies. For instance, firms without previous 
experience might have a slow pace in international markets and tend to resist 
risks. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.1.2 Types of international strategies 
International strategy is defined by Zou & Cavusgil (1995 p. 52) “as the way a business 
competes in the global market, plays a vital role in determining the performance of a 
business in the global market.” 
Solberg & Durrieu (2008 p. 521) reviewed the dynamic and complex international 
strategies’ theories in “Strategy development in international markets: a two-tier 
approach”. They suggested that international strategies could be divided into two levels: 
generic strategies and internationalization strategies. While generic strategies such as 
cost leader, differentiation, or focus strategies (ex. Porter 1980) are seen to be simple, 
direct approaches toward customers and competitors, internationalization strategies 
Internal organizational 
factors 
 Market orientation 
 Managerial orientation and 
commitment 
 Organization culture 
 Organizational capabilities 
 International experience 
International 
strategy 
External industry 
globalization drivers 
 Market factors 
 Cost factors 
 Competitive factors 
 Technology factors 
 Environmental factors 
Global 
business 
performance 
Figure 1. Conceptual framework of international strategy (Zou & Cavusgil 1995 p. 61) 
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contain more strategic issues. Firms’ international strategies can be classified into four 
categories (Solberg & Durrieu 2008 p. 535): 
 Competitive strategies: the key issue is how to establish and maintain market 
positioning. Examples are challenger strategy or follower strategy. 
 Operational mode strategies: the key is to deal with firm’s choices of governance 
and control overseas. Firms may choose strategic alliance strategy or integration 
strategy. 
 Standardization or adaptation strategies: the key issue is the consideration of 
pursuing economies of scale or local acceptance of marketing mix (product, 
price, value chain, promotion…) 
 Pace and geographic scope strategies: firms determine degree of risk and control 
of internationalization process, whether to make slow moves, step by step or to 
speedily take opportunities and risks: whether to expand in many countries at a 
time (simultaneous entry) or concentrate on one country at first (alternative 
entry). 
Their examination’s result showed that generic strategies, even though have 
received many criticism of their narrow view, give a fundamental contribution to 
develop internationalization strategies. Furthermore, generic strategies were found 
to have strong positive effect on international performance. Internationalization 
strategies, on the other hand, have little direct effect to firm’s performance in which 
only challenger strategy and integration strategy showed significant influence. 
(Solberg & Durrieu 2008 pp. 534-537) 
3.1.3 Standardization vs. adaptation in international strategy 
“Standardization vs. adaptation of the marketing mix is one of the most important 
hallmarks of international strategies and has been treated by a host of writers over 
the years.” (Solberg & Durrieu 2008 p. 523) Researchers have argued two opposing 
streams of the topic which are (1) standardization is good because it provides 
economies of scale and branding globally; (2) adaptation is vital because local 
differences occur between buyers in different countries and regions and success 
depends on ability to satisfy individual desires. 
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Whether company should pursue standardization or adaptation strategy depends on the 
industrial unique characteristics which can be defined through its value chain. 
According to Porter’s framework about relation between value chain’s focuses and 
choice of international strategy (see Hutt & Speh 1998 pp. 275-276), activities in value 
chain is divided into upstream value activities which are not closely tied to buyer’s 
location (inbound logistics, operations, and outbound logistics) and downstream value 
activities whose performances are closely on-side customers (marketing and sales, 
services). Products which rely heavily on downstream activities to create differential 
advantages should pursue country-specific adaptation strategy. For instance, marketing 
reflexing local tastes, customized services to adapt local demands… In contrast, 
products which use upstream activities to create lower cost competitiveness should 
pursue standardization strategy. Yip (1989 pp. 34-35) also mentioned about 
“globalization potential of industry” to discuss possible level of standardization or 
adaptation applied in international strategy decisions. 
Challenger 
strategy 
Integrated 
strategy 
Generic Strategies 
 Cost leadership strategy 
 Differentiation strategy 
 Focus strategy 
International Strategies 
 Competitive strategies 
 Operational mode strategies 
 Standardization or adaptation 
strategies 
 Pace and geographic scope 
strategies 
Global 
business 
performance 
Figure 2. Relationship of international strategies and business performance (see Solberg & Durrieu 2008) 
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3.1.4 Entry modes in international strategy 
Table 1. International entry modes (Hutt & Speh 1998)   
Low Commitment High Commitment 
Exporting Contracting Strategic alliance Joint venture multi-domestic 
strategy 
Global strategy 
Low Complexity High Complexity 
 
A very first step in international marketing strategy formulation is to decide which entry 
model a company will follow to enter to and operate in local market. There are several 
factors affecting the choice of entry mode which Hutt & Speh (1998 pp. 267-268) 
mentioned consideration of firm’s oversea experience level as well as degree of firm’s 
commitment to international development. Table 1 shows different types of 
international entry modes ranging from the lowest complexity/ commitment, export, to 
the highest complexity/ commitment, global strategy. 
 Export: company’s product will be distributed through local importers/ re-sellers 
in local market 
 Contracting: parent company makes agreement with one or many local 
businesses to lend company’s intellectual property (form of licensing), to grant 
business’ model and brand (form of franchising), or to outsource a management 
contract to local expert who has skills and local knowledge that parent company 
is lacking of. 
 Strategic alliance: is defined as “collaborations among partners involving the 
commitment of capital and management resources with the objective of 
enhancing the partners’ competitive position” (Frederick 1992 p. 8) 
 Joint venture: involves a joint-ownership arrangement which results a creation of 
a new firm in oversea market (Hutt & Speh 1998 p. 271). 
Multi-domestic strategy and global strategy are two forms of high level international 
entry modes where a company commits to long-term strategy to invest resources in 
operating its whole business structure overseas. The principle of multi-domestic and 
global strategies comes from theory of standardization vs. adaptation. Yip (1989 p. 31) 
compared the distinctions between multi-domestic strategy and global strategy by five 
dimensions including market participation, product and service offering, location of 
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value-added activities (value chain), marketing approach and competitive moves. Table 
2 shows the summarized comparison. 
Table 2. Multi-domestic strategy vs. global strategy (Yip 1989 p. 31) 
Dimension Multi-domestic strategy Global strategy 
Market participation Select countries based on their 
single potential performance 
alone. 
Select countries in 
consideration of their effects in 
global markets. 
Product/ service 
offered 
Fully customized in each 
country 
Fully standardized worldwide 
Location of value 
chain 
Operate full value chain in 
each country 
Operate separately each 
activity in different country 
(concentration) 
Marketing approach Locally adapted Uniform worldwide 
Competitive moves Within country based decisions Integrated across nations 
 
Moon & Kim (2007) proposed a framework for global expansion called “dynamic 
diversification-coordination model” (abbreviated as DDC) which argues that at the start; 
company can pursue only either multi-domestic strategy or global strategy to achieve 
the extreme points of market explosion but indeed cannot follow both strategies at the 
same time because of scale of resources. Figure 3 shows the DDC model with three 
stages of internationalization from “domestic” to “transnational” (Moon & Kim 2007 p. 
141). The term “transnational” describes the idea of company building capability of 
global efficiency and local flexibility in its international strategies. The idea was 
original from Bartlett (1988) and Goshal (1991) (see Zou & Cavusgil 1995 p. 54). 
 
 
 
 
  
 
 
Figure 3. DDC model (Moon & Kim 2007 p. 141)  
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3.2 Evolution of international marketing strategy 
“International strategy planning is an evolution process in which the central direction of 
strategy and key decisions varies at each phase involving in international expansion.” 
(Hutt & Speh 1998 p. 279) International strategy depends on several internal and 
external driven factors which have been discussed in previous chapter. Among them, 
competitive factor and internal factors can be changed by time; especially competitive 
factor can suddenly arise because of competitor’s activities. Therefore, it is expected 
that international strategy cannot be prepared in a fix form, but will be revised from 
time to time. When changes occur in internal or external environment, they affect 
company’s current strategy. It will require a prompt response which can lead company 
to swift from lower stage to higher one and vice versa. Usually, as company experiences 
in international markets, it goes through three stages: initial market entry, local market 
expansion and global integration. The next steps often assume higher level of market 
know-how from company.  
3.2.1 Pre-internationalization 
Nearly almost every company faces this stage when it first realizes a promising 
opportunity of internationalization. In this period, it is vital that the managers have 
discussions about company’s visions and objectives of its international expansion while 
conducting a deep investigation of external influenced factors and company internal 
capabilities before making any strategic decisions and planning implementation.  
3.2.2 Phase one: Initial international marketing entry 
When company chooses to go international, it has to make decisions on four issues:  
 Which country/ countries to enter?: the choice of target countries based on the 
evaluation of both potentials and risks from numerous aspects such as market 
size, growth rate, political, legal, financial issues… managers often tend to look 
for countries which they are familiar with or having prior contacts. 
 Will company be the first entering to markets or wait to follow others? 
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 Will company expand to country by country alternatively or pursue many 
countries simultaneously? The decision depends on company’s goal, resources 
capability and level of commitment… 
 How is company’s operation abroad? Models of international entry can be 
exporting, contracting, strategic alliance, joint venture, multi-domestic, global 
strategy in which exporting and contracting are the least risks taking while 
multi-domestic strategy and global strategy are the most complex ones. Many 
companies choose cooperate with strategic alliance or joint venture with local 
firm in order to minimize risks while still keep control of the business. 
3.2.3 Phase two: local market expansion 
In this phase, company’s objective is to build a strong position and expand in its local 
markets. Strategic decisions focus on developing organizational structure in order to 
leverage costs, utilize product’s core competencies. Besides, areas that need to pay 
attentions are R&D, market knowledge, production, distribution channel, and 
marketing.  
3.2.4 Phase three: global orientation 
When company has achieved local market position and expansion in individual 
countries, it is inefficient if company only keeps exploiting in local scale because the 
local market has limited potential growth. Instead, some companies already increase 
effective coordination and integration across countries. They are stepping to the global 
orientation stage. 
In this stage, company’s goal is a global leadership position in which the company 
needs an optimal allocation of resources across country to reduce costs of production 
and development, maximize profits. At the same time, the company will formulate a 
new global strategy to adapt new market’s conditions. The global strategy will change 
from country-focus to regional focus and global focus in areas of R&D, target segments, 
production, distribution channel, and marketing. At the highest level of international 
development, firm will likely achieve “transnational capability” which reaches global 
integration and local flexibility. 
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Figure 4. Evolution of international marketing strategy 
3.3 Criticism and application  
The author’s initial purpose in the literature review was to establish a well-constructed 
international strategy framework to support her thesis. While having a broader 
knowledge in business international strategy, the author has also found some critics in 
which some theories could be revised in special cases, for example in this study. The 
company has an exceptional product which does not belong to any normal business 
industries. Moreover, Sofie’s customers are neither usual industrial firms nor common 
consumers. It prioritizes for nonprofits, social enterprises, and community 
organizations. As a result, not all elements in the theories can be used. For example the 
organizational culture factor in internal organizational drivers cannot be defined within 
the study context. Hence, the author has modified and combined when applicable in 
order to produce a logical and real business report for Syfo.  
From the study of Solberg & Durrieu (2002), only companies consistently pursue 
strategies such as cost leadership, differentiation, challenger strategy, integrated strategy 
which have strongly influences in performance, can succeed in international markets. 
What if because of different circumstances (either internal or external driven factors); 
none of the above international strategies would be suitable to apply in a company, 
would the company still perform well in other schemes? The author suggests rather than 
a forced strategy, the choice of strategy must closely reflect internal and external driven 
factors which are different in different stages of the evolution, sometimes those factors 
even change within each stage. When applicable, a mix of different strategies can be 
used within one stage in which each strategy responds to one particular condition. 
Pre - 
internationalization 
• Internal and 
external driven 
factors 
•Knowledge about 
current market 
Initial market  
entry 
•Choice of country 
•Timing of entry 
•Scale of entry 
•Choice of entry 
mode 
Local market 
expansion 
•Choice of target 
segments 
•Local 
organizational 
structure 
 
 
 
Global 
orientation 
•New market's 
conditions 
analysis. 
•Coordination 
• Integration 
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In response to Moon & Kim model (2007), a critical view whether firm can use the mix 
of standardization and adaptation theories at the same time to treat the five marketing 
dimensions including market participation, product and service offering, location of 
value-added activities (value chain), marketing approach and competitive moves. It 
would be the optimal choice leading firm to achieve transnational capability in the 
shortest way. If the problem of lacking resources occurs, the company can use external 
resources by cooperating with strategic alliances, joint ventures…  
Firm’s international experience, one of the internal factors driven international 
expansion, is exclusively valuable resource which attributes to the firm’s success in 
global markets (see Zou & Cavusgil 2002 p. 53, Rundh 2003 p. 255) Given Sofie’s 
situation with non-international experience, Sofie’s international strategy should expand 
step by step following the evolution of international marketing strategy in order to 
leverage risks and benefit from learning experience. Therefore, the author prepared 
Sofie’s international strategy plan based on three stages which include initial 
international entry, local market expansion, and global orientation. In each stage, the 
choices of strategies are given with explanation, following by the author’s suggestions 
on some practical issues (see figure 5). 
 
Figure 5. Sofie international strategy plan outline 
 
Pre-
internationalization 
•SIMworldwide 
•NGOs buying 
behaviors 
•SWOT analysis 
• Internationalizatio
n driven factors 
Initial market 
entry 
•Re-branding 
•Choice of countries 
•Timing and scale of 
entry 
•Choice of entry 
mode 
Local market 
expansion 
•Choice of adaptation 
•Market participations 
•Value chain 
•Product and services 
•Marketing approach 
Global 
orientation 
• International 
social accounting 
network 
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4 PLANNING METHOD 
4.1 Planning process 
The planning process of Sofie’s international strategy is defined including the following 
steps: (Chae & Hill 2000 p. 544) 
1) Formulation of goals/objectives 
2) External environmental analysis 
3) Internal environmental analysis 
4) Generation of global marketing strategies 
5) Strategies selection 
6) Implementation and control. 
First of all, the author has discussed about goals and objectives of the commission with 
the company’s CEO and senior manager (also the author’s supervisor) in align with the 
author’s study requirement. The goals are stated in the introduction part. 
External and internal marketing researches were carried out using different methods: 
customers experiment survey, international experts’ survey, internal interviews (with 
Syfo’s CEO, sale manager, marketing manager, technical support…) and secondary 
data research. The survey questionnaires are included in appendices. 
Based on the information in marketing research, the author designed international 
strategy proposals comprising an overall international development and international 
operational model. Two workshops were organized in Sofie’s team to gather comments 
and new ideas contributing to the author’s proposals. In addition, a revised plan was 
presented to senior managers to get approved. 
Furthermore, due to the author’s effort in contacting international experts for her survey 
at the beginning, Sofie has attracted attentions from SIM experts in several countries. 
Especially, after first contacts, potential partners from the Netherlands, Australia and the 
UK have expressed their interests to cooperate with Sofie in the future. While the 
company has already started the first stage in this plan, due to new demand arisen, Sofie 
has also been taking its learning process which results in some changes and added 
information in the final plan report.  
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4.2 Report planning 
An outline of content for the marketing strategy plan was drawn from the beginning 
based on theories reviewed above; in which the author defined topics of research, 
models of analysis, and models of strategy formulation. Table 3 shows the summary of 
Sofie international marketing strategy plan. 
Table 3. Outline of Sofie marketing strategy plan 
Sofie marketing strategy plan Theoretical view 
1. Vision and goals  Vision and goals need to be defined 
clearly at the first stage of planning. 
2. Executive summary Summary of the whole plan though the 
most important points are focused. 
3. Limitation   
4. Stages of international evolution Stages of international evolution 
4.1 Pre-internationalization 
 SIM worldwide 
 Identification of current problems in 
SIM 
 Understanding Sofie key customers’ 
behaviors  
 Analysis of Sofie’s positioning 
 SWOT analysis  
 Factors driven internationalization 
 Pre-internationalization  
- Gather information about industrial 
characteristics, customers’ behavior. 
- Internal analysis of position, strengths 
and weaknesses. 
- SWOT analysis. 
- International driven factors analysis of 
both internal and external factors. 
4.2 Phase 1: initial market entry 
 Re-branding Sofie 
 The choice of countries  
 Scale and timing of entry 
 The choice of entry mode 
 Phase 1: initial market entry 
- Choice of countries 
- Scale and timing 
- Choice of entry mode 
4.3 Phase 2: local market expansion 
 The choice of adaptation strategy 
 Exploring market participations 
 Phase 2: local market expansion 
- Marketing strategies concerning the 
4Ps: product, price, place, promotion. 
 
24 
 
 Product and service offering  
 The value chain  
 Marketing approach 
 
4.4 Phase 3: Global orientation 
 International social accounting 
network. 
 Phase 3: global orientation 
- Global connection 
- Sustainable growth 
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5 DISCUSSION AND LEARNING  
5.1 The thesis’s values and limitation 
Because of the commission for Syfo, the thesis aims at delivering a feasible marketing 
strategy plan for Sofie in its international markets. Sofie is an online tool which helps 
organizations, especially NGOs, social enterprises, and other social-mission 
organizations to do social accounting. Since Sofie does not have full functional 
elements such as production process like other industrial products, the research has 
some limitations in defining full elements like in a standard marketing strategy plan. 
Rather pushing some irrelevant items in the plan, the author chose to address only 
important areas for Sofie itself. In addition, due to the lack of a benchmark price making 
it difficult to predict the costs and prices in other countries, the author did not prepare 
financial calculation in this plan but leave it to be decided later. 
Despite of its limitation, the thesis still has certain values. First of all, the thesis 
provides a general knowledge of international strategy planning process which follows 
the natural learning evolution. The thesis mentioned the importance of internal and 
external factors which drive internationalization. Furthermore, it presents an analysis of 
different types of international strategies and entry modes which are helpful in 
designing strategies later. Secondly, the theories are practically demonstrated through 
the author’s study of Sofie case. Learning focuses and obstacles will be discussed in the 
author learning diary part. 
5.2 The author learning diary 
Marketing strategy planning for companies to pursue the path of internationalization is 
truly important. Facing the dynamic international environment, it is challenging for all 
plan makers to conduct a finest strategy plan. Depending on different companies setting 
different goals, the scope of planning is also required differently: general plan or detail 
plan. Nonetheless, throughout the planning process for Sofie international strategy, the 
author learnt the importance of conducting a good marketing research at the starting 
point. Information gathering in marketing research, both internally and externally is the 
foundation for strategy planning which is interpreted through SWOT analysis, product 
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positioning analysis, competitor analysis, driven factors analysis... The mistake that 
many companies make, especially with the ones with little or no international 
experience, is underestimate the role of marketing research. Possessing little knowledge 
about the world outside, those companies tend to assume the best winning situation but 
not prepare for the worst failing. 
Another mistake is that once a strategy plan is done and approved, it is assumed to be 
unchangeable because the strategy is for long-term period. Good strategy plan is 
required to be able to cover as many predicted and unpredicted situations as possible. 
However, conditions change all the time which a fine strategy yesterday might not suit 
today’s circumstance. Therefore, as a plan maker, it is necessary to be aware that 
strategy planning is indeed a continuous process, so called an evolution. Strategy plan 
needs to be reviewed and evaluated in order to response to changes in internal or 
external driven factors, especially before decision to move to new stage is made. Along 
the evolution, experience learning process should be taken seriously all the time.
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APPENDIX 1: SOFIE’S GOAL IN INTERNATIONAL MARKET 
 Five different language versions available in Sofie: Finnish, English, Dutch, 
German, and Swedish.  
 Total revenue in 1st year: 42 000€ 
 Total revenue in 2nd year: 84 000€ 
Table 4. Sales and revenue estimation in 1st year 
 
APPENDIX 2: TARGET COUNTRIES KEY RESOURCES 
Australia 
Personal contact: Marcelle Holdaway (marcelle@sun.big.net.au). She is SAN member 
with accredited practitioner certificate. Her attitude toward SIM and cooperation with 
Sofie is very positive. See more one of her article published on philanthropy Australia:  
http://www.philanthropy.org.au/publications/journal/77/Growing-Social-
Accounting_Marcelle-Holdaway.pdf   
Organizations and communities 
 Social ventures Australia (SVA) http://www.socialventures.com.au/  
 Center for social impact (CSI) http://www.csi.edu.au  
 http://www.parracity.nsw.gov.au/work/economic_development/social_enterprise
/social_impact_assessment   
 http://www.westpac.com.au/about-westpac/sustainability-and-
community/reporting-our-performance/   
http://www.netbalance.com/services/social-sustainability/social-evaluation 
England 
Personal contacts: Servane Mouazan (servane@ogunte.com) 
Organizations and communities 
Sofie Total revenue Total revenue
Price (€)
Sales 
estimation
Revenue (€)
Sales 
estimation
Revenue (€)
Sales 
estimation
Revenue (€)
Sales 
estimation
Revenue (€) 1st Year 2nd Year
Start-up 300 €         50 15 000 €       40 12 000 €       30 9 000 €           20 6 000 €          42 000 €          
Annual licence 600 €         50 30 000 €       40 24 000 €       30 18 000 €         20 12 000 €       84 000 €          
English Version Dutch version German version Swedish version
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 http://neweconomics.org/   
 Charities evaluation services (CES) http://www.ces-vol.org.uk/  
 SROI network (Social return on investment network in UK) 
 SAN (Social auditing network) 
 The inspiring impact group http://www.civilsociety.co.uk   
 Community evaluation Northern Ireland http://www.ceni.org/   
 UK evaluation society http://www.evaluation.org.uk/  
 http://www.clearlyso.com/  biggest network for funders and social enterprises in 
EU whose head-office is located in England 
 Charities aid foundation https://www.cafonline.org   
 UK evaluation society http://www.evaluation.org.uk/   
 The big society capital in the UK http://www.bigsocietycapital.com/  will soon 
be launched end of 2012 as a funding source for social sector. It is said that they 
will push the SIM as a mandatory part for all organizations which want to apply 
for funding. 
 http://www.eastsideconsulting.co.uk/ consulting firm. 
 Social impact analysts association (AIAA) http://siaassociation.org/about/ was 
established in 2011 consists of professionals working in SIM field. 
Scotland 
Personal contacts: Alan Kay; Ute Johnston; Rick Rijsdijk. 
Organizations and communities: 
 http://www.socialenterprisescotland.org.uk/  
 http://www.theacademy-ssea.org/programmes/social_impact offers a range of 
courses and consultancy. Education includes both SROI and SAA and general 
SIM. 
 CEIS http://ceis.org.uk/supporting-enterprise/impact-measurement/ provides 
training, support and finance for community businesses in over 26 years. Office 
is based in Glasgow.  
 http://www.senscot.net/index.php  
 http://www.scotland.gov.uk/Topics/People/15300  
 http://www.socialimpactscotland.org.uk/about-.aspx   
 http://www.philanthropycapital.org/   
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 Association of Chief Officers of Scottish Voluntary Organizations 
http://www.acosvo.org.uk/   
 http://www.forthsectordevelopment.org.uk/pages/impact_measurement.html  
The Netherlands 
Personal contact: Jillis Kors, Chair of SROI NL/VL network, (j.kors@travers.nl)  
Sweden 
Personal contact: Erik Nilsson (erik@serus.se)  
APPENDIX 3: SIM METHODS DEFINITIONS 
Balanced scorecard 
Definition: Balanced Scorecard is a performance management methodology. It 
measures operational performance in terms of four outcome perspectives: financial, 
customer, business process, and learning growth. It helps enhance organizational 
capacity and competencies. 
Scope: focuses on managerial performance with internal perspective. Though the 
process starts with desired outcomes, the result doesn’t reveal deep, actual impacts. 
Therefore, it is less relevant to Sofie. It has been used mostly by private organizations. 
Cost-benefit analysis 
Definition: Benefit-cost analysis is a type of economic analysis in which the costs and 
social impacts of an investment are expressed in monetary terms and then assessed 
according to one or more of three measures: (1) net present value (the aggregate value 
of all costs, revenues, and social impacts, discounted to reflect the same accounting 
period; (2) benefit-cost ratio (the discounted value of revenues and positive impacts 
divided by discounted value of costs and negative impacts); and (3) internal rate of 
return (the net value of revenues plus impacts expressed as an annual percentage return 
on the total costs of the investment). 
Scope: the main purpose is impact assessment, general applicability.  
Limitation: the method is missing important intangible impacts/ costs. 
Global Responsible Initiatives (GRI) 
Definition: GRI Reporting Framework offers a method to assess the sustainability of an 
organization's activities.  
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Scope: Sustainability reports based on the GRI framework benchmark organizational 
performances with respect to laws, norms, codes, performance standards, and voluntary 
initiatives and compares organizational performance over time. It has been used by 
international, private organizations. 
Logframe (logic model) 
Definition: This framework is a step-by-step guide for articulating and connecting 
organizational or program goals, resources, activities, outputs, and outcomes. 
Scope: Logframe starts with desired outcomes, is used in planning projects. It has been 
widely accepted internationally. 
Social accounting and auditing (SAA) 
Definition: SAA establishes a framework of social accounting for ongoing monitoring, 
evaluation and accountability to stakeholders both internal and external to the 
organization. SAA investigate organization’s performance against social, environmental 
and economic objectives. SAA is now promoted by Social Auditing Network in UK 
(SAN). 
Scope: it has been used by several social enterprises, NGOs but not by private sector. 
Social return on investment (SROI) 
Definition: Originally developed from cost-benefit analysis, SROI is a participative 
approach that is able to capture in monetized form the value of a wide range of 
outcomes, whether these already have a financial value or not.  
Scope: SROI is relatively well-known. There are different models of SROI which 
address different purposes, for example SROI framework, SROI calculator (Calvert 
Foundation), SROI lite as a short version of SROI process (Santa Clara University 
GSBI); SROI toolkit (SVT Group).  
Benefits: “organizational learning” is seen as the key benefit of applying SROI. The 
principles of “involve stakeholders” and “understand what changes” are most perceived 
benefits for users while “monetary value” is considered as the least useful principle. 
Limitation: The key barriers are perception of complexity and lack of recognition from 
funders as well as authorities. (Reported by Aitken Hall, 2011) 
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APPENDIX 4: SIM METHODS COMPARISON TABLES 
Table 5. Methods comparison in TRASI data 
 Suitability Thoroughness Scope HR 
involvement 
Balance 
scorecard 
scale and 
sustain 
somewhat 
thoroughly 
comprehensive medium 
Cost-benefit 
analysis 
scale and 
sustain 
very 
thoroughly 
intermediate medium 
GRI demonstrate 
and refine 
very 
thoroughly 
comprehensive medium 
Logic model demonstrate 
and refine 
very 
thoroughly 
intermediate medium 
SAA N/A N/A N/A N/A 
SROI 
framework 
demonstrate 
and refine 
very 
thoroughly 
comprehensive high 
Sofie  demonstrate 
and refine 
to a limited 
extent 
intermediate medium 
 Determine suitability: examines which stage the solution addresses, including 
“frame the problem”; “develop approach”; “demonstrate and refine the 
solution”; and “scale and sustain”. 
 Solution stage thoroughness: examines history and real application experiences 
of the solution (how well has it been tested? understood? recognized?), including 
“very thorough”; “somewhat thorough”; “to a limited extent” 
 Determine scope: examines solution’s comprehensiveness, including 
“comprehensive scope” (assessment, managerial and certification purposes; to 
prove organizational performance and impacts; involve all stakeholders; apply in 
all sectors); “intermediate scope” (assessment and managerial purposes; to prove 
either impact or performance; involve some stakeholders); “limited scope” 
(either assessment or managerial purpose; unclear targeted results) 
 Determine staff and stakeholder involvement: examines which degree the 
solution requires staff and stakeholders inputs, therefore be able to anticipate the 
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total costs, including “high involvement (> 5 staff days/ quarter, significant input 
from external stakeholders); “medium involvement” (2 – 5 staff days/ quarter, 
input from external); “low involvement” (< 2 staff days/ quarter, little or no 
input from external). 
Table 6. Methods comparison in Proving and Improving data 
 Benefits Limitation Support available 
GRI International 
recognized report; 
comparability. 
For big corporations, 
high costs for 
implementation. 
Online resources, 
consultants, 
training, handbook, 
publication. 
SAA Inclusive process 
linking stakeholders; 
full covered issues; 
external audit. 
Limited recognition; 
difficult 
implementation and 
high costs. 
Online resources, 
consultants, 
training, 
publication. 
SROI Visible trade-offs; 
external audit. 
Misinterpret and over-
use monetary values; 
complicated 
calculation and high 
cost. 
Online resources, 
consultants, 
training, 
publication. 
Balanced 
scorecard 
Strategic management 
tool. 
Exclude external 
stakeholders; not 
focus on impact 
measurement 
Consultants, 
training, 
publication. 
Sofie Comprehensive tool Onside training 
needed. 
Manual guide, 
offline training, 
consultancy, 
auditing. 
 
Table 7. SIM online tools comparison 
 Sofie Social e- Socialewaarde PointK 
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valuator 
Countries Finland Netherlands, 
UK, Germany, 
Denmark 
Netherlands America, 
others 
Method SROI + SAA SROI SROI Logic model 
Costs Not defined 
yet 
User 
registration 
basic. 250 
euros/ year 
Free 
registration 
Free 
registration 
Services Training, 
consultancy, 
auditing. 
Training 
(online & 
offline), 
consultancy. 
No Training, 
consultancy. 
USP Flexible 
process, user-
friendly, 
comprehensive 
tool. 
Handy tool, 
good 
instruction.  
N/A Available 
samples, easy 
to understand. 
Limitation Lack of 
instruction 
inside the tool. 
Training is a 
must. 
Inflexibility Only used to 
calculate value 
of social 
investment 
Simple online 
database; 
exclude 
external 
stakeholders 
Development 
capability 
Yes Yes N/A N/A 
Recognition No Limited No Yes 
 
APPENDIX 5: CUSTOMER EXPERIMENT SURVEY  
This survey is designed for Sofie users to give feedbacks on our product and services. 
Your information is crucial to help us develop Sofie system and improve the services’ 
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quality in the future. A part of this survey will be used for market research in 
international level. 
1. What are the main purposes for your organization to measure social impacts of your 
activities? 
 
2. Give your ranking for the issues below (5: very positive; 1 : not at all) 
 
 Issues 5 4 3 2 1 
Method How well does Sofie help reveal your 
ideally social impacts? 
     
Is the method easy to understand?      
Is the process easy to conduct?       
Online 
system 
Does the online system work probably?      
Is it easy to navigate?      
Is it enough supported features?      
Does it help in communication and social 
learning? 
     
Services Do our product packages/ services meet 
your needs? 
     
Are the training sections helpful?      
Are you happy with the customer support 
service? 
     
 
3. What will you say about Sofie in one sentence? 
4. Please suggest one development/ improvement that you want to have in Sofie in the 
future? 
5. Would you be interested in having a phone-interview with us? As part of the market 
research, I will contact you later with more information. Please leave your contact 
information here. 
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APPENDIX 6: SOFIE INTERNATIONAL MARKET SURVEY 
The survey used Surveymonkey.com service. Online version is available at 
http://www.surveymonkey.com/s/95CHRVW   
The research aims at exploring "social impact measurement" methods and services in 
international markets. The survey targets 19 experts in different countries in order to 
seek for accurate and professional information. As a specialist in the field, we'd like to 
ask for your opinions from your country perspective. The survey would take 
approximately 10 minutes to complete and all information will be treated confidentially. 
In addition, we are pleased to send you a summarized report of this survey upon 
requested. Thank you in advance for your time and effort. 
Note: Social impacts refer to social, financial and environmental impacts, as a long-term 
result of identified activities. 
1. Which country is you located? 
2. How common is the measurement of social impacts in organizations operating in 
different sectors in your country? 
 Very common Common Rare Not at all 
Private sector     
Public sector     
Third sector     
Comments, questions or additional information 
3. Please name the 3 most popular methods used in social impact measurement in your 
country. 
4. How do organizations in your country conduct their social impact measurement? 
 Very 
common 
Common Not 
common 
N/A 
Buy an external analysis     
Self-conduct an analysis with training and 
ongoing consulting 
    
Self-conduct an analysis after getting 
training 
    
Conduct an own analysis     
Self-conduct using software tool     
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(technical help) 
Comments, questions, or additional information 
5. For those organizations which are NOT doing social impact measurement, what 
would be the common reasons? 
o Not aware of social impact measurement 
o Lack of incentive purposes (not have practical use; not required by law, 
investors or other stakeholders…) 
o Lack of internal resources (human, financial resources…) 
o Tools are too complicated or not available 
o Lack of supporting services (training, consulting services…) 
o Other (please specify) 
6. If there are training/ consulting services for social impact measurement available in 
your country, what is the average cost for: 
(Note: one working day = 8 hours, Unit: Euros) 
o One training day (for 10 – 12 people) 
o One consulting day 
Comments, questions or additional information 
7. How many organization you know would have the need to buy social impact 
measurement tool, method, training or consulting services? 
o Private sector 
o Public sector 
o Third sector 
Comments, questions, or additional information 
8. Would you suggest 1 - 3 concrete ideas what should be done to expand social impact 
measurement in your country? 
 
 
 
